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Fenomena anak muda khususnya yang ada di Surabaya untuk selalu 
berkumpul dan bersosialisasi di tempat-tempat tertentu adalah hal yang menjadi 
kebiasaan di kalangan remaja dan sudah menjadi gaya hidup. Penelitian ini 
mengkaji pengaruh dimensi Experiential marketing, Service quality  dan Product 
quality pada kafe Bangi Kopitiam di Surabaya. Tujuan dari penelitian ini adalah 
Untuk menganalisis  pengaruh Experiential Marketing, Service quality,Product 
quality terhadap Customer Satisfaction kafe Bangi Kopitiam di Spazio Surabaya 
dan Untuk menganalisis  pengaruh Customer satisfaction,Experiential Marketing, 
service quality ,  product quality terhadap Customer loyalty melalui customer 
satisfaction kafe Bangi Kopitiam di Spazio Surabaya.  
Jenis penelitian yang digunakan oleh penulis adalah penelitian kausal. 
Desain penelitian yang digunakan dalam penelitian ini adalah penelitian pengujian 
hipotesis (kuantitatif) dengan jenis penelitian asosiatif. Responden yang akan 
diteliti adalah konsumen Kafe Bangi Kopitiam Spazio. Sampel yang diteliti oleh 
peneliti adalah konsumen yang pernah mengunjungi Kafe Bangi Kopitiam 
minimal 2x dalam 3 bulan terakhir. Dengan penghasilan minimal 500 ribu per 
bulan dan usia    di atas 17 tahun. Jumlah sampel yang akan digunakan dalam 
penelitian ini adalah sebanyak 200  responden. Teknik pengolahan data yang 
digunakan adalah structural equation modeling (SEM) dengan metode 
confirmatory faktor analysis (CFA). 
Berdasarkan hasil penelitian ini ditunjukkan bahwa Experiential marketing,  
Service quality,  dan Product quality mempunyai pengaruh signifikan terhadap 
Customer satisfaction Kafe Bangi Kopitiam di Spazio Surabaya, dan Customer 
satisfaction mempunyai pengaruh yang signifikan terhadap Customer loyalty. 
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 The phenomenon of young people particularly in Surabaya to always get 
together and socialize in certain places is something that becomes a habit among 
teenagers and it's a lifestyle. This study examines the influence of the dimensions 
of Experiential Marketing, Service quality and Product quality in Bangi Kopitiam 
cafe in Surabaya. The purpose of this study was to analyze the influence of 
Experiential Marketing, Service quality, Customer Satisfaction Product quality to 
Bangi Kopitiam cafe at Spazio Surabaya and to analyze the influence of customer 
satisfaction, Experiential Marketing, service quality, product quality to customer 
loyalty through customer satisfaction Bangi Kopitiam cafe in Spazio Surabaya. 
 This type of research that is used by the author is causal research. The 
research design used in this study is hypothesis testing research (quantitative) with 
the type of associative research. Respondents that will be examined is the 
consumer Cafe Bangi Kopitiam Spazio. The samples were studied by researchers 
is the consumer who has visited Cafe Bangi Kopitiam least 2x in the last 3 
months. With a minimum income of 500 thousand per month and over 17 years of 
age. The number of samples to be used in this study were 200 respondents. Data 
processing techniques used are structural equation modeling (SEM) with a 
confirmatory method of factor analysis (CFA). 
 Based on the results of this study indicated that experiential marketing, 
Service quality, and Product quality has a significant influence on customer 
satisfaction Bangi Kopitiam cafe at Spazio Surabaya, and Customer satisfaction 
has a significant influence on customer loyalty. 
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